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Understand challenging environment and evolving business
models that encourage focus on revenue generation that support

passenger and cargo expansion, non-aeronautical development,



and efforts to deliver revenue innovation

T A S L 2t T AE RN

Identify best practices for defining target customer groups

s OSSR RIS B A B BT 7R 2 BRI

Describe the relationship between the airport’s overall marketing
strategy and optimal revenue methods

s LR SR FEUAIRIT LR (5 P ER AU (3 SR T T U A TEUA
Describe demand forecasting techniques and use of modern
pricing strategy to prepare revenue forecasts

fr Rt s R B R R IFE A - i Y RS U A £ BRI B
A E > FEMEES IR MERE -

Explain the principles of business proposal development with
application to primary spheres of revenue generation including
airline, passenger, and cargo traffic retention and expansion.

a0 1A% 85 S EL S e AR 1) B g i 5 4 A st e S S T
Define how airport managers plan and then implement concession
and land development programs

ferEng e EEH (CEM) THREMAENRTHIMNETEE - M
SCRFESETH HHIGA S

Explain Commercial Experience Management (CEM) tools and
technology-based outreach programs in support of commercial
program development

AT IH B B R SR R B s SR B B 1

Develop the team structure and prepare for implementation of
sales efforts and business negotiations

A EZE TR E RS2 ENER » DURBR S U A RS
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Integrate learning and apply through case study exercise to
demonstrate a comprehension of the overall principles and

detailed practices for successful revenue generation

N SN

1~

2~

SHRFZRE /- (Course Overview)
i 5 15 # (Market Intelligence): 1% 15 Uix A FE 52 (Airport Revenue
History) ~ JA7E 5 (Legal Aspects) ~ 7355747 (Market Analysis) ~ 47
it T E (Analytical Tools) ~ i35l [F(Market Segmentation) ~ & # 5P
(Intelligence Assessment)

T8 R (Marketing Strategy): p3 1.0, %(Change Imperatives) ~ T
% #5E 452 (Strategic Choices) ~ #2458 [0|fgH(Session Review)
s & Uz A TE I (Traffic and Revenue Forecasts): 78 JHI &3 &
(Forecasting Issues) ~ ## & 75 5K fE R (Traffic Demand Models) ~ 72 &
Zm (Pricing Theory) ~ & B %5 (Industry Perspectives) « & & 1 €

(Pricing Determination) ~ it A 7E:HI( Revenue Forecasts)

~ ZE % 25 2 (Business Development) : pF 2 2= 5] f#f #it (Business Case

Overview) ~ fiiiZ= k75525 (Air Service Development) ~ fiiiZE i 55HeZE
ZEf](Air Service Proposal Case) ~ +irH=¢ i #£(Land Development

Process) ~ & &[5 #f {4 (Managing Contractual Relations)

~ B 2 4% 2 (Concession  Management) 45 2 4% & i 771t (Concession

Management Overview) ~ #5248 25 (Concession Models) ~ 52745
= A1 %k (Concession Tender Exercise) ~ ZE {5153 (Case Examples)
AR T (Commercial Experience Management): pE=EfRsEne

4t (Commercial Experience Management (CEM) Role ) ~ & &

4t (Management Information Systems) - #MNETSHS(Outreach Strategy)
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& == 45 1 ( Benchmarking) ~ £ & B 1% A /% #8 ( Stakeholder
Communications)
8 -~ PH ¥ E [ (Commercial Team Development) @ 7534 AV R =% B[

(Effective Commercial Teams) ~ §#H % (Sales Management)

Evaluation Procedures

Attendance
Minimum of 80% of the course duration — be on time!

Class Participation
Engage and give your full attention

Group Work/Presentations
Be proactive and equally contribute

Course Evaluation and
Knowledge Assessment

VU~ BRFEHE
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FEERS (YVR)E ML A LR L RHIFTF o SR 4 1t 8 2815t
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ACI Global Training
Instructor Biography

Dr. Luigi G. (Joe) Sulmona
Courses: Airport Master Planning, Airport Revenue Generation,
Non-Aeronautical Revenues

FRFEEEA Dr. Joe Sulmona

h~ BRARHEES
RS FRFEZEHR E & 1 L P& 44455 (San Francisco International Airport »
SFO) RS/l @R Lo (Airport Training Center)2217 « 5% L LY 884
L BPEHI5 A » B8 < LB P I LE SR B 4 TR (I (B A1 2 S Bt
USRS - AN S (BN S B B 8 2 fikeefe] - IRIE$HY B
R 2 B2 B AR IRACH o oA
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H NFPEEEE R - FIA 1~2 /NIRRT T 4HET e - W0 BUESE Rl -
BR—H - FRE RS R Z R o s NS 8 > EHE B KEERTE
[ WP R % o AR B AT R 3 AEIE - & Hsan T DASRRT - H4(H
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San Jose Novella
(SJN) International
Alrport

Alrport Revenue
Generation
Course Exercise

a2 BIARNIBR AT e oy 40 B 5 R

t - SREASE
AR 25 3R K A AR AR 0 B & A SR AE S o (Course
Overview) -~ ™ %515 # (Market Intelligence) ~ 17 § 7% B% (Marketing
Strategy) ~ ##H & UL A TEHI(Traffic and Revenue Forecasts) ~ /%25 &
(Business Development) ~ #5#74% 2 (Concession Management) ~ pHEaSER
& (Commercial Experience Management) ~  p§ £ % =% =
(Commercial Team Development) ~ 4402 & 5z 565 K B HIBR S 22 3 B
Bh o RS
1 - 3RF2FE /1 (Course Overview)
2 ~ & (Market Intelligence)
2.1 FIGUZ A FE S (Airport Revenue History)
® Airport prior to globalization and the deregulation era regarded as a
public utility with focus on service provision to airlines and general
aviation
® Relationship between airports, airlines, and governments intertwined

with joint mission to provide infrastructure and service without

11



commercial attention
® Highly regulated airline environment meant airport revenues were
tightly controlled, predictable and NOT subject to market forces
® Insum, Airport operations was a tools to implement government policy
2.2 7AE 771 (Legal Aspects)-ICAO Chicago Convention Foundation
® Article 15
B Keep airport open under uniform conditions and without
discrimination on foreign ownership or operation
B Convention does not define level of charges or costs to be
recovered as states must decide level of investment
® Article 44
B Ensure safe and orderly civil aviation growth
2.3 154571 (Market Analysis)

ARG EWVEREE b BEEREER ORI - ZETSERN
FREEBENEIEERIE - WSS IKREEREENTHSHEN - £
EALSRESERAVEL > BRI vs IR I  MARERE  OHEEIRE
TR ~ HGHRIINOE ~ BRUIRE ~ FSIRE ~ iR &S -

Quantitative Survey Outputs

» O&D vs Transfer Passenger Profiles
* Route Development

» Passenger Buying Behavior
» Access to the Airport

» Self Connecting Passengers | 50%
* High Commercial Spenders
+ Image Analysis

m Holidays/
Tourism
mBusiness

T
0&D pax Transfer pax

O&D  WTransfer

ERIAIRACI SRS

LU B EHVRRE  H A B R RIEHIBRE AL 37%  (EAEE ke »
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Analytical Focus

» Company Analysis
» Target Market Analysis

[k & 1k Y (R R A R = AL EERE = 2 52% - 41 R 5 R A2 (Visiting
Friends & Relatives, VFR)AHRE » (£ RITEA [F]fic & 17 R G EERE 7771 Ry 50%
Ko 35% o A [EIRVARE IR - SRR T U AR S - phkh
NEFHGER LRSI ARE % BB E L P TaH S ?
IM2EG R EBRAVIRE - SOt r R E & B 7 #Es i DUESHY
[T ©

2.4 5yHr T EL.(Analytical Tools)
® Company Analysis
B Target Market Analysis

B Key Collaborators Analysis

The Five Forces That Shape Industry Competition

+ Key Collaborators ANalysis e s
1o mainiain, .

+ Competitive Analysis
+ Airport Assessment

Goals of the
SWOT Analysis

Source; KRAMER aerotek, inc

LoRlAE:ACH Sf sz

AT ESARER - BRI ? FEo i TRAER » SRR
KIEy SWOT » SHRIEAGR - BRI IEIRERF ~ BILRIA ARSI T
PR 7 5B S TR L 5 TR B S5 e R SR BRI g 5 TR
BEZ4b > SrifrEEEh(Analytical Focus)Z tufs /A B/ H N5/ £S5 H
BT RG-St MBI — Lt TR AT DIER - =ZAh 48
7 PEEST 53 > BUEEF ¥R ®EBUETTA ~ SORHNR ~ ImETEE
e TR - PSS - #VE ATRe BSHE U - LEAIER 2017 SE A
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®  Competitive Analysis

®  Airport Assessment

T T Al oy fZE A w70 Ry Bl =) - s e 1]
BIHENTHE ~ BNV HE A AR AR %5 ~ TP - e e
STAEEMIZE A B Z [ & A A ] - HE T AR KA 225 R e
GERRAL > Hot S 38 2 T DL AT SERY - BRAE R A 2% 5 BT
iy LCC tpler | BR{EMTZE N -

AREEENE RETTERE

Competitor Analysis HEE ) EREERES EEW OREEEicE BEE JE— ﬁiﬁiﬁiﬂng&ﬁF‘ﬁ

AIRLINE ALLIANCES

Airline Services KEYINDICATORS
» Scheduled versus charter

services ) 74 ;
o > \
* Non-stop versus service via hubs (:: % )
©
» Flight frequency vs seat capacity \\

ilf
A

» Fare type o
* economy, business, first ‘ E
* Competition between airline %) 1
alliances 6 - s e

:

BERAORACI BRIERE . EROR - 2018 £ 4 H 6 MRS

SHETERRE DR st¥ LCC fy—LbiisR » WiEs IR T
tBAgaET LCC HMEEE - HATHTE A tHE ERs - g MY
B EE H] LS 65 S EREF HA S A > SR S ER L DUBR e Ry
BASE #YEi2fiiiz= (Ryanair) - 4 BRIEES SFEUM AR %4 > et
LIERFTES  HIRE—FAF 100 B RS 5 - W EIEEE
HhREE ISR 6 (% o ] REREMZEAET - BIEERE M
Stansted(STN)#I57REE TS £F Rabat(RBA)#IS; - SE(H R KA 255 =
& 800 Jr(LAFLss 140 315) - ZEEMMERIEE AHFTT -
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2.5 TG & fFE(Market Segmentation)

Basic Model
® Target Croups
® Behavioral Analysis

&5 2R - BRERS

PEE R B TS BAE T OKAVIETE - A e & 5% - F LA
DU - fEhestT Bt se i n] UE H— 2578 3K - IRk B
Bl FAFTT R FFR RAIRE HRER T R 2 &8RN - i H
EIRNA A B LY B 6 B 200 23 1 - AR S - IfE
AE5EYE - BIETTIRRZ RS - B BIT RS ERE - BEYEE
RFEEZIEA TRE R - ] Rime 7T 2 7B YRR K -

sl 2R — SRR I PEAIER — - PEERESE 25 A 0HY
155 FTAE S AR I R B E Sn PR E S A S e > T HE ]
SEERVEL Y - T HE G RMHEEENFE X - SINEEEHZILTTH
LR S - INRBTHIRE K B2 o] UnEhERKEY - (B —fK%
RE ~ RIS > B EUATBEFRREEIEEREE ? KEGET
FAEMER NMEEGARERIK - NMRKEFRAHE > 2BEUKET
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® Customer Perception
® Needs and Wishes Assessment
£ Market Segmentation 745 R F 61 B LAY R DLHEEARER
SRR 7 DT RAGER © B ARSI T 2 DAFE R B R
JBE 2 A HAMERAE 2 8 E - BRI BE]  BAVEBERR R ? S H AR
REHHE A RZRE - BEBEARAVE R - E2EW5E T #55k
FERES R - SEET DA R SEESHS R - I A 3 ok B ~ $EIE
ARG - [FRHSS 8 THOHES » MEEMET ST 3 XA 4= -

2.6 [E#EEEE (Intelligence Assessment)

Globalization driving change in people and processes

® Trans-national migration creating recruitment issuses

® High turnover highly dangerous in competitive industries
®  MIS necessary to build organizational resilience

® Better staff planning

® Improves sales and promotion planning

® Provides accurate and timely product information

®  Quicker identification of trends and future adaption

16



Best-Practice Collection Methods

Target Customer Manage Customer
Tracing Perceptions

Monitor

Specialized
Research

BRI ACI A
TEARFEE  SAN R 2 TR S 0 B R FR Y 2= 1)
HREARAR WA EFRE R A LB MR e S E AR
SN HRIVEDE - AT LUNRERY SV EE R E SRE R A T
RS TR RS - HARREER 2 - MEEHEE T - FrERTE
an SRS e T RERR(E I - U R RS LIPS -
EREINRE = THEHELEELE - & ZE W DUEB RS AN E

3 ~ T 1T§H5RME (Marketing Strategy) |
3.1 &3 (Change Imperatives)

Change Imperatives

Globalization
Active Network
Consent Linkages

BRACRACI SREZR 5=
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REEE PRI > ANE RGNS B SRR (R i R
BN R RICESE L THY IR (change imperatives) @ &5t /E 2K
b2 IREAESSEEE) « g R > CHIRAEAYIR
FA RIS R - (WE RS RIS A RIS ER  DUAT
P E B2 B to B HYAERE - SAEZAYE B to C AR » ZERR
FREILER A DTS EHE ER TR - AR E SRS —
FEES ) > T RS SRR E A A i pi) -

sHANER | 2RSS (FCOHIBI T SRAE R PR R e R E B
HABCEHENY B EET R - MEUTHRG—EHE] 2044 5> {£
BE T~ 8 EH - WRIENGE TMSHIIRGE - EEREIRE ST
GRS B SYELA] skytrax feEHEDIIGHTETE - BTSSRI AE
WO B E > B AEBIRTR > RS ERT VR - BAGHS A
S ISR R A YRR > A RelEr BRI AR OK -

P Aeroporti Adantia”
=3 di Roma Fights  Travelinformai
CCCCC I I
=== '
LEONARDO DA VINCI AIRPORT TROME FOOI st w[
NUMBER 1 IB.R =
IN THE WORLD ;55 7
' FOR IMPROVEMENT s i

OF THE SERVICES “;
| Py &
e Adlantia® o AN T

BRER - SRS EH
3.2 M&EETE(Strategic Choices)

From Vision to Reality
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® |dentify target markets

® Develop services and facilities
® Engage awareness channels

® Covert potential to purchasers

® Maintain customer loyalty

Strategic Intent I8 Prwesling services Fromalion
sers ] cuslomer
Develop Effective Goals and Objectives 3 y
‘ S Product ! sociod medio :
+ Goals establish broad direction in-line oeveopment i ‘\ —— .
with long-term vision and mission f’ma(dcfs

« Uses qualitative words that explains W m s ;
how direction should be followed 2 S /{ml I/UG jﬂmay
Marketin;
« Positional with respect to both local and Plan bliniT _\ .
global market conditions e Fu ¥ - f-’rmnra
+ Must create direction that inspires team oy e \ -
» Update goals as circumstances change,

B o iesd p areghics
but stay firm to direction - i oolve ﬂsmra b b%—' f?rmf ) o

BRI AC SRS
TESRNS HAE B HEEE R R InEE S - i B2 E A FIRE R %
D MR BRGRE H IR S IMIEH B S B AR E (A BRI
fiit > [El H ARt S IR (R (B2 A B — 2L
4 ~ T s KU A TE M (Traffic and Revenue Forecasts)
4.1 FEM 5 y(Forecasting Purposes)
Traffic forecasts are undertaken so airports can

® Plan future airport capacity developments

Capacity Limitations

Airport Constraints
« Peak hour facility availability
« Site limitations

. . [ between and demand

?lrport alliltude for slots at a congested airport . .
+ Temperature = —| unaccomedated cemana
+ Runway length natra )
+ Environmental limits =
+ Air Traffic Control s

« Aircraft mix

i=
i )
- ) i = Dwmasasranmewong
Airline Constraints : tirme of the day (airines woud have
. i PrATETAT IO USe sicts 3t other
+ Aircraft performance 1 . L times of e day P, |
+ Service Time Zones \

+ Aircraft rotation 1 1Y

+ Crew utilization jre /
+ Maintenance

19



ERIAIR © ACI SIS

TEIE LA & (capacity) fEsR A SR ARTERES - RS
fizE N B — LR IR - A5 U7 TR B AR SR B i ~ 553t fR A1)~
G EE R BRI  FUEEE A RE ARG fiES
E]ER Sy RIEIFEIF AT ~ FZE IR0 ~ HRAH B TG ~ 4% - 415R
G Heathrow(LHR)#35— R 5 B CAS AT - A =(1E1515
AL - EREEERR A RIS ~ i B SRtk - B0
WA EE T - 1 AR Ry e - R A — RN eSS
— HIIMEERET 8 - ¥RE A A nl e K8 AR T&LA
BRI EE - am S MRS BT 22 A FI2RER - SRR TR R
KHY -

® Develop business and marketing plans

® Prepare air service development proposals

Forecasts do not predict future, but rather identifies and anticipates
likely evolution of industry based on assumptions regarding

influencing factors

4.2 #H &7 KAEA (Traffic Demand Models)

Forecast Methodology Overview

[ Population size - 50%
- ” = °
| Personal income ] * Base Demand
GDP I
+- 30% )
Number of
[ Fares H\ Effects of fares Passengers J

| Direct vs. Indirect Routing |
g;?;qs:ﬁt; * [ Flight Frequency ]

[ Departure/Arrival Times ]

20



BRIAGE @ ACI SRFESE R

4.3 7EEH g (Pricing Theory)

® Pricing signals resource value

® Demand reflects marginal utility to users

® Suppliers respond with services/ goods based on marginal cost
® Market equilibrium is achieved when price offered by users

and price willing to be accepted by suppliers is the same

Business
Strategy

‘.
3 \"

Optimal
Price

-
-

BRI © ACI BRIERESR

® Market transaction occurs where marginal utility equals
marginal cost
® But, suppliers also adjust to price offered by users
® And, Customers also adjust behavior by Price offered by seller
Airport Charges - Fees and Charges Perspectives
® ICAO Policies on Charges and On Taxes
B Doc 9082 and Doc 8632

® ICAO Assembly Resolutions

21



B Consolidated Statement of Continuing ICAO Policies in

the Air Transport Field (A36-15)

€ States have responsibility to follow obligations

€ Cooperation to recover costs

€ States ensure transparency and ongoing monitoring

Consolidated Statement of Continuing ICAO Policies

and Practices Related to Environmental Protection

(A36-22)

€ Use market-based measures to limit/reduce
emissions

€ Encourage states to evaluated costs and benefits

€ Council develop guidance of implementation

measures

® ICAO Policies on Charges (Doc 9082)

Price should reflect recovery of system provision within area

of airport responsibility

Operations and maintenances costs (OPEX)
Capital investment (CAPEX)

Interest on capital investment

Management and administration expenses

Depreciation

4.4 {EH& 1 7E (Airport Pricing Determination)

® Pricing best when simple and easy to understand

® Ensure pricing does NOT discourage use of safety/security

systems

® Reflects sound economic principles with NO discrimination

22



for similar users, regardless of nationality or origin

® Transparency necessary for fairness for different charges for
different users, based on different costs that are verifiable

® Price increase based on productivity gains

® Consolidated charges for airlines that desire such basket
pricing”

®  Must treat other aviation sectors fairly

5~ [ 2E752¢ = (Business Development) |

5.1 pEFEZEHH(Business Case Overview)

Viability Depends on Understanding Circumstances

Sufficiency of investment by airport
Control by other parties to achieve success
Cash-flow challenges for future years

Establishes permanent direction

Organize for Success ‘

Justification !
Costs ]
Benefits |
Scope |
| Statement of Need \

3 Trends/Best Practices ‘

Current Situation
1. Revenue is too low
— 2. Costs are too high
| - 3. Quality is not acceptable
i

N B

BRARACI SREZRE 2%

5.2 fiZE 3% e (Air Service Development)

5.2.1 Airline Planning Process

23



® Airline questions for new routes
® How much will the market be sitmulated
® How will the competition react?
® How much market share will be achieved?
®  Will service cannibalize/ divert existing traffic?
® \What will be the network contribution?
®  Will the new route be a financial success?
Airport must address these questions so that
® Reduces uncertainty/risk
® Acknowledges insufficient information
® Commits to ensure clarity for the airline and its partners in making
an air service route decision
5.2.2 Airport Role
® Contribution to airline strategy
B Airportrole (i.e. LCC, full service, charter)?
B Status of air service bilateral argeements
B Physical capacity constrints
® Obstacles to airline acceptance
B What is impact on existing carriers, existing toutes if new
service commences?

B What portion of the traffic will be new/ stimulated?

5.3 -HiBAZE 2 (Land Development Process)
5.3.1 Land Development involves
®  Attracting Customers

® Negotiating Contracts

24



® Long-Term Management

5.3.2 Media strategy

Respond to land customers as “Smart”

Easy access to follow-up information

* Teaser campaign
* Print Ads

Educate -

» Brochures & Flyers
* 360 Media Campaign

* Direct Marketing
*» CSR Campaign
» Corporzate discounts

BRAIRACH SRIER R

Cheapest media not necessarily the most effective
Purchase advertising carefully

Always recognize the media offering must quickly answer

What is in it for customer?

5.3.3 Negotiating Contracts

Contract Terms involves at least

Purpose Clause (CRUCIAL)
Parties involved
Corporate Objectives

Asset Description
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® [ee and Charges

® Payment Due Dates

® Contract Periods(s)

® Renewal Conditions

® Liability

® Termination (voluntary and forces)
® Taxes and Utilities

® Environmental Protection

®  Advertising (self and third-party)
® Commitment to invest

® Building repairs and service levels
® Insurance and indemnity

® Site Access (voluntary and emergency)
® Default (Major and Minor)

® Dispute Resolution

6 ~ [ F5574% 2 (Concession Management) |
6.1 FrEra =it ai(Concession Management Overview)

6.1.1 Revenue Diversification

+ Passenger Services
+ Cargo Services

+ Serves locked-in investments

« Short-term for only minimal investment
* Long-term commitment

+ Opportunity cost implications

+ Competitive positioning

Business and Consumer + Robust and globally competent management
Services « Market rates beyond airport control

* Reduces risk of aeronautical dependence

LRAE:ACH SRR
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6.1.2 Preferred Concession Model

New type of joint ventures between airports and operators
Direct Operation of retail space by airport diminishing
Collaboration vital to develop offer, optimize concept quality and

improve performance

6.1.3 Decision Factors

First and foremost supports Mission and Vision

Owner skills
Contractor’s skills
Investment capital
Operational controls
Risk management

Corporate structure

6.2 FirfE L (Concession Models)

6.2.1 Owner/Operator

Advantages

® Revenues to owner

® Integrate overall operations

® Market positioning determined without external influence

® Customer service can be managed across divisions

® Decides what is sold and price

® Permits attention to consumer need that strategizing h ow best to

share revenues

Disadvantages

No risk, no reward
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® (Gaining and maintaining skills not simple

® Investment in facilities and store merchandise

6.2.2 Typical Arms-Length Management Contract

Airport Determines Key Variables

® Pricing

® Merchandising

® Service Levels

Contractor manages work to prescribed terms

® [ee based on costs administration and profit

® Other incentive arrangements are recommended
Advantages

®  Similar to direct control

® Contractor performance can be monitored independently
® Contractor will/should have access to global expertise
Disadvantages

® Similar to direct control

® Additional risk of managing deliverables through 3" party

6.2.3 Concession Management Contract

Overall Approach

® Contractor delivers services and merchandise establishes
operational manual and executes

® Services levels can focus on internal corporate objective for
contractor than customer outcomes

® Revenue collection based on contract terms
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® Percentage rents impacts incentives

® Poor performance can lead to strained relations

® Future bidders watch closely current activities

Operational Framework

® Preferred in most circumstances

® Site owner has strategic and coordinating role

® Goal is to obtain expertise that will take responsibility for
business outcomes, not just fee for service

® Hiring entrepreneurial expertise which demands strict limits on
owner control of business outcomes

Engagement Principles

® Hire the best-you cannot afford the alternative

® Hire demonstrated innovators that create new futures

® Hire creative problem solvers that see customers in different ways
than mainstream

® Hire with proven financial track record, but this may not be the
most important criteria in a changing market

Advantages

® Similar to direct control

® Contractor performance can be monitored independently

® Contractor will/should have access to global expertise

Disadvantages

® Similar to direct control

® Additional risk of managing deliverables through 3™ party

6.2.4 Master Concession Role
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Owner Representative

®  Operates directly and/ or sub-leases to 3" parties

® Risks remain with Master Contractor

Advantages

® Global access to best-in-class operators

® Delivers investment capital

® Streamlined operational management

® Customer service and facility standards easier to maintain
® Contractor assumes space and customer risk

® Differing goals for 3" party vendors

® International, National, Regional, or Local brand focus

Disadvantages

Owner NOT involved in decision

Limited capable competitors

Creativity not encouraged/ formula used over and over

3" party vendors must accept terms

Require long term contract

Owner more susceptible to change contract (i.e. financial crisis)
Outright failure can create enormous complications

Ultimately management fees duplicated and paid by customers

6.2.5 Master Developer Role

Acts as Landlord

Contracts with 3" party contractors or operators

Advantages

Owner may not have expertise to act as landlord
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® Developer may have expertise that generates incremental returns
more than off-setting fees

Disadvantages

®  Further separates owner from outcomes

® Management fee even high service delivery mark-ups

7 ~ T pgE RS e T (Commercial Experience Management) |

7.1 pH¥EREEET (Commercial Experience Management (CEM) )

CEM Purpose: Ensuring commercial satisfaction at every point of contact
or “Moments of Truth”

® Promote awareness of airport benefits to customers

® Demonstrate competitor weaknesses that encourage customer loyalty
® Improve revenue performance by ensuring user perceptions math

service delivery

The Customer Experience Management Process

. Customer Loyalty Gap Analysis,
ustomers Increased Priority Actions:

Select CSP Inform Customer
O». Qe 80 > o < e

Degraded Degraded Improved
Customer Service Quality Service Quality
Experience KPI Management KPis Management KPIs

Customer Customer cmstc;mr is still
Complaints Describes Problem | _On-l.ho -RESOLVE |

No information, Customer Acquisition
Broken promises and
Customer gone! Retention Damaged

eI ey s

No improvement
Customer gone!

ERIACHACI s A2

7.2 &5 (Data Warehouse and Analysis )
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Corporate Needs

7.3 &

Data collection & analysis

Support and evaluate strategic and operational decisions
Must be efficient and reliable

Manual storage versus central storage of revenue data
May involve standard reporting tools” Analysis Studio”
Flag tool for incident reporting

Flexible analysis on all stored data

o egksTe (Airport Loyalty Programs)

7.3.1 Loyal Customers More Profitable

® Reduced Servicing costs: Customer who are more familiar with

product/ service require less assistance

® Less prices sensitive: Customers who have already purchased a

product are more aware of its benefits and tend to be less price

sensitive

® Increased spending: Customers who are satisfied with a product/
service are likely to buy other products from the same company

® Positive word of mouth: Loyal customers are more likely to

recommend a product or service to others

7.3.2 Fee Model

@® Passengers can join program free of charge

B More they travel or spend at the airport, the more benefits/

rewards they receive

B Discounts for retail, food and beverage

B Can redeem points for rewards or gift cards

32



7.4

Paid membership based on linkage to frequent flyer or VIP club
B Frequent flyers pay to join to travel more comfortably through

the airport

7.3.3 Airport Benefits can be Measured

Information about member purchasing habits permits customized
offers

Differentiation allows airports to position themselves as different and
increase its attractiveness within its commercial catchment area
Benefits usually relate to discounts or vouchers for airport services
that encourage more airport spending

Better business relations with tenants who gain data to share with
partners

Airport can become integrator for value-added service offerings

W55 HH ( Benchmarking)

7N

Airport Must Benchmark Performance

Desktop market research
Surveys

Focus Groups

Consumer Complaints
Mystery Shopping

Internal/ External Inspections

Consultations with service providers

7.5 Fl=E 8 (% A H##8 ( Stakeholder Communications)

Basically, keep stakeholders informed

® But not everyone will agree
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Requirement exists to internally challenge whether certain commercial
activities make sense as they might otherwise cause stakeholder
conflicts

Commercial activities that might be viewed as competition for local
development in the community will be viewed as draining tax dollars
Another example is expanding flight operations during night quiet

periods that brings revenue to the airport but disrupts the neighbors

8 - I pH2EE & I (Commercial Team Development) | ~

8.1 HRUHY == E % (Effective Commercial Teams)

Advancing effective Teams

Sales skills

® Empathy and capacity to recognize feelings of others
® Plan internal/external interfaces

® Communicate vision and practices

® Knowledge of best practices

® Organize people and projects

® Integrity to ensure boundaries are respected
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Self Creates &
awareness communicates
vision

Generates &
encourages
creative ideas

Stimulates
change

Resourcefulness Fosters §
individual

Addresses
difficult

issues '

8.2 A 5N EE T (Sales Management)

BRARACI SREZR =

Continuous evaluation of results to determine reasons for performance

failures or overachievement

® Avoid “tunnel-vision” knowledge focus

® Fore interaction with Comparable markets or supply chains to identify
potential learning

® Combine continuous evaluation learning with external knowledge to
set future objectives

® Retain what works, but only if consistent with honest examination of
future market and supply trends

® Evolve before demand changes eliminate sales function needs
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